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Abstract 
 
This paper is an exploration of recruitment and enrollment strategies in higher education 
for art programs.  The College of Fine & Performing Arts at Rowan University is a 
higher education arts institution with no history of recruitment or enrollment management 
for its Art, Music and Theater and Dance departments.  This thesis first analyzes the 
history of recruitment. It then describes, based upon historical recruitment elements and 
current professional trends, the development, implementation and results of a recruitment 
plan initiated and executed by the College of Fine & Performing Arts at Rowan 
University.  
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Statement of Purpose 
Many fine and performing arts colleges or schools within larger universities face identity 
and visibility issues, impeding enrollment.  Most fine arts schools within larger 
universities, especially in public higher education, and are not immediately identified 
with art or music conservatories despite the fact that the curriculum may be identical and 
the cost may be significantly less.  Additionally, such colleges within larger universities 
must be marketed differently from the rest of the institution, as these programs require 
enrollment of specific students to address departmental needs.  For example, in order to 
employ a full orchestra, music schools may recruit students based upon the department’s 
specific instrument needs rather than academic achievement.  Since enrollment 
management personnel generally do not recruit for specific academic programs, it 
becomes the departments’ job to execute outreach strategies to recruit and enroll students.   
 
This paper is a case study of the creation and implementation of a new recruitment plan 
for the college of Fine & Performing Arts at Rowan University.  Once this plan is 
created, it may be altered and used for any arts college within a University independent of 
Rowan University.  This is an important issue for University Outreach administrators as it 
addresses aspects of arts marketing, art education, audience development and-the ultimate 
goal-enrolling students who will become the arts professionals of tomorrow. 
 
 
 
 
Situational Analysis 
The Glassboro Normal School was founded in 1923 to train teachers in the state of New 
Jersey, and coursework in the arts had been an essential part of the school’s curriculum 
since its inception.  In 1937, the Glassboro Normal School was renamed New Jersey 
State Teachers College at Glassboro.  In 1956, the courses in the arts were integrated into 
majors, introducing the departments of Art, Music, and Theatre, and in 1958 the school’s 
name was changed to Glassboro State College. The School of Fine and Performing Arts 
was officially established at Glassboro State in 1971, concurrent with the completion of 
Wilson Hall which was built to house the department of music.  Glassboro State College 
received a generous donation from Mr. and Mrs. Henry Rowan in 1992, and to honor this 
gift the institution’s name was changed to Rowan College of New Jersey.  In 1997, the 
college officially achieved university status and, once again, the school’s name was 
changed to Rowan University to reflect this.  At this time, the School of Fine and 
Performing Arts became the College of Fine & Performing Arts, one of seven colleges at 
Rowan, encompassing the departments of Art, Music and Theatre and Dance. 
 
Today, the College employs forty-five full-time faculty members across three 
departments and has a total student enrollment of 570 majors.  The College offers 8 
undergraduate degree programs, including a Bachelor of Arts in Art, a Bachelor of Fine 
Arts in Studio Art, a Bachelor of Fine Arts with a specialization in Graphic Design, a 
dual major consisting of a Bachelor of arts in Art and  Bachelor of Arts in 
Education/endorsement in the Teaching of Art (K-12), a Bachelor of Art in Music, a 
Bachelor of Music with concentrations in composition, instrumental performance and 
jazz studies, a dual major consisting of a Bachelor of Music and a Bachelor of Art in 
Education/endorsement in the Teaching of Music (K-12), a Bachelor of Art in Theater 
with concentrations in Acting/Directing, Dance, and Design/Technical Theater.  The 
College also offers graduate programs in music and theater education and minors in art, 
art history, music, dance and theater.  
 
The dean of the college advocated for the addition of a new management position in the 
college to focus on creating a strategic plan for FPA.  In 2006, he created the Associate 
Dean position and implemented it by hiring Dr. Jon Robert Cart, former Music 
Department Chair of Shippensburg’s college of music.  Analyzing the organizational and 
management structure of FPA in 2006, Dr. Cart noticed that not only had enrollment 
decreased by 50% in the last ten years, but the current pool of applicants showed no signs 
of increasing without drastic measures.  Additionally, Rowan University as an institution 
was virtually unknown outside the state of New Jersey.  The student population was 
almost entirely comprised of in-state students, and the University administration was 
doing little to increase enrollment in this particular college.  General recruitment efforts 
were executed through the Admissions Office, but Dr. Cart recognized that recruiting for 
the arts is much different from recruiting for other University programs.  Furthermore, 
once enrolled FPA students graduated, the college had no knowledge of their location, 
employment, or success in pursuing graduate studies.  Alumni affairs did track University 
graduates, but there were no particular programs in place to track FPA students.  
Additionally, if graduates were tracked, there was no designated person within FPA with 
whom this information was shared.   
 Structurally, the college of fine & performing arts is divided into three distinct 
departments: the Department of Art, the Department of Music and the Department of 
Theater & Dance.  Each department’s faculty and staff reports to a department chair who 
in turn reports to the Dean of the college of fine & performing arts.  All departments have 
in the past existed independently.  Each schedules its own audition or portfolio review 
dates and each have admissions parameters outlined on their website as determined by 
the department chair(s) and the admissions office.  There is no liaison between the 
departments and admissions.  Additionally, sporadic recruitment is performed by faculty 
and staff members rather than an admission professional.  There is no outline of events 
typically attended and no records are kept as to the successfulness of Rowan’s 
involvement in these events.  The communication systems between the departments and 
the admissions office have not served either party and have led to a lack of information of 
both sides.  Furthermore, efficiency was frequently disrupted with the need to further 
clarify objectives, goals or processes.   
 
 
 
 
 
 
 
 
Literature and Background 
The college started this project to create a new plan by looking at past recruitment and 
enrollment practices and literature from the past 30 years.  Though some of the sources 
date back to as early as 1970, it is important to the future of enrollment management to 
understand the history of the profession.  This research is intended to provide a 
background for outreach divisions, enrollment managers and arts recruitment 
professionals to use as a springboard while reconsidering recruitment models and 
incorporating new methods to attract a new generation of art students.  In order for 
enrollment managers to plan and execute effective enrollment strategies today, it is 
imperative that we understand what techniques have been implemented in the past, what 
elements still work today, and what additional initiatives can be tested in the future.   
 
The college recruitment market has changed significantly since the 1970’s.  With the rise 
of the Millennial Generation and the increased reliance on technology and interactivity, 
recruitment methods are changing drastically.  What appealed to past audiences no longer 
captures the interest of the savvy Millennial consumers, and enrollment managers must 
adjust methods to serve future students and their families.  What follows is a 
comprehensive summary of past recruitment strategies, the current state of enrollment 
management, and future initiatives in recruitment tailored to the needs of the Millennial 
Generation. 
 
 
 
The History of Recruitment 
As David L. Kirp points out in his book, Shakespeare, Einstein, and the Bottom Line the 
concept of enrollment management began in the 1970, but was not properly named until 
the 1980’s.   Kirp briefly introduces the birth of the enrollment management structure in 
the 70’s (13).   
 
Evidence of enrollment management beginnings is thoroughly outlined in Cynthia C. 
Ryans and William L Shanklin’s book Strategic Planning, Marketing & Public Relations, 
and Fund-raising in Higher Education.  In this book, the authors address enrollment 
trends since the 1970’s, the rise and fall of the number of high school seniors expected to 
attend college, and marketing plans that treat students as customers.  The authors point 
out that universities exist to serve their primary constituents, better known as their 
students (85).  As this book was published in 1986, the strategies should be viewed as 
records of past recruitment efforts rather than current plans.  Additionally, because of the 
publication’s age, the authors place emphasis on the use of print media, direct mail, and 
phone-a-thons. 
 
In his book Academic Leadership: A Practical Guide to Chairing the Department, Deryl 
R. Leaming gives specific advice regarding how to recruit outside of the enrollment 
management structure.  Leaming focuses on recruitment to improve quality of students 
through the use of CollegeBoard, analyzing test scores, buying names and targeting high 
achievers as prospective students (65).  Admissions staff throughout the country has 
implemented these methods since the inception of Enrollment Planning Services provided 
by CollegeBoard in the 1980’s. 
 
Marketing in Higher Education by Stanley Grabowski discusses uselessness of the 
admissions office and the usefulness of college alums to recruit students, effectiveness of 
publications, and high regard of college guidebooks (21). Grabowski discusses primary, 
secondary and test markets, now referred to as tertiary markets.  Each market is defined 
differently by each school, while the most common denominator in definition is that 
primary markets contain students most likely to enroll while students from secondary and 
test markets are less likely to enroll but should be included in marketing plans. 
 
Increasingly, college bound students are using the Internet to research and apply to 
college.  In L. Guernsey’s article College-bound students use the Web, but value printed 
information more he states that in 1998’s StudentPoll, a survey administered though a 
telephone poll to high school seniors attending college who scored 1050, 62% of high 
school seniors preferred print materials while 34% preferred web-based media.  In 1998, 
21% of students applied to college using online applications, down 13% from 1997’s 
poll, which reported that 34% of students applied online.   
 
Current Recruitment Trends  
Marketing the College is a report that analyzes current recruitment plans for 21 different 
colleges and universities published by The Primary Research Group, Inc.  Though none 
of the featured institutions were art schools, the marketing initiatives described could 
easily translate to arts recruitment.  The publication emphasizes the importance of 
branding the University.  The college must establish a uniform “brand image”, or external 
communication (8).  Visual components of this brand include a University logo, approved 
University colors, typeface and graphics.   Additionally, marketing the college should not 
begin at the 11th grade level.  The report emphasizes the importance of starting to 
establish that recognizable brand to 7th and 8th grade students, so the students can aspire 
to attend the institution from an early age (8).  The report also points out that the use of 
Internet marketing is increasing, viewbook use is decreasing, and free CD-ROMs about 
universities are increasing (7-8).   
 
Ryans and Shanklin state that marketing should start with initiatives from the top 
administrators and be filtered down to University representatives such as admissions 
professionals.  To be effective, marketing must be consistent.  Administrators must know 
their school’s market and should not try to please all prospective students; just the ones 
they predict will enroll (85-93).  These objectives still remain true and are considered 
current recruitment strategies in enrollment management divisions.  The authors also 
discuss specific areas of marketing including alumni relations, fundraising, recruitment, 
advertising, public relations, and “kindred activities” otherwise known as outreach.  
These areas are now classified under the enrollment management umbrella.  Financial aid 
was omitted, but now exists within the enrollment management structure (93).   
 
Furthermore, Leaming encourages the use of alumni support and representation to 
increase visibility in their respective communities.  He suggests that alumni should 
encourage prospective students to visit campus.  While the students are on campus, the 
enrollment staff should engage the students in campus life by taking pictures of the 
students on campus and then sending the pictures to the students after they have left to 
remind them of their positive experience.  He also advises departments to develop a 
strong ambassador program (65-75). 
 
To exemplify an extreme change in branding and identity to increase enrollment, Kirp 
discusses circumstances surrounding Beaver College’s administration’s decision to 
change the school’s name to Arcadia University and subsequent new branding initiative.  
The name change produced an increase in enrollment.  Kirp also discusses new software 
initiatives to engage prospective students earlier than junior year via video on web pages, 
instant messenger, financial aid estimate worksheets available online, compare campuses 
online, and implementing the virtual tour to create interactive experiences for prospective 
students (18-19). 
 
Unfortunately, like Grabowski, Robert Zemsky, Susan Shaman and Daniel Shapiro also 
place much emphasis on the importance of the college guidebook model in their book 
Higher Education as Competitive Enterprise: When Markets Matter (73-94).  The 21st 
Century version of the guidebook is a modernized tool available online that mirrors the 
objectives of these guidebooks but provide an interactive experience on the Internet.  By 
using the Collegiate Results Instrument (CRI), websites such as bestcollegepicks.com and 
Peterson’s Web engine allow students to customize their desired college by 23 criteria.  
By inputting these specifications, the student receives a list of potential universities to 
investigate.  Enrollment professionals may also use these instruments to receive lists of 
comparable institutions and possible cross-application competition (76).  
 
The Future of Enrollment Management: Recruiting the Millennials 
 
Though most authors primarily discuss the history of recruitment, several also include 
projections as to what techniques will be most influential in enrolling this new generation 
of students.  Kirp predicts that future elements that will attract prospective students to 
campus will include luxury offerings on campus such as Starbucks, personal trainers, 
gourmet menus in the cafeterias, Jacuzzis in residence halls, indoor track and field. He 
also encourages implementing honors colleges for high ability students.  One factor he 
sees hindering the future of enrollment management is the increasing number of schools 
who report false enrollment numbers and academic statistics to ensure presenting better 
in surveys, guidebooks, and web sites such as US News and World Reports and the Wall 
Street Journal (19). 
 
Despite the fact that Grabowski’s book Marketing in Higher Education was published in 
1981, the strategies suggested are ahead of their time.  Grabowski introduces and 
describes in detail the theory of “forecast modeling” or “predictive modeling” to drive 
recruitment efforts (20).  Today, enrollment management softwares exist to execute these 
predictions.  The software is currently being implemented in many admissions offices 
throughout the United States.  The software uses select criteria derived from an 
admissions database, such as proximity to the school, average income in a student’s 
school district, and number of times a student has made contact with the University to 
predict the likelihood of the student enrolling in that particular institution. 
 
In his book The Rise of the Creative Class, Richard Florida outlines a current recruitment 
method taking place on college campuses.  The method is used to recruit college students 
into industry rather than recruiting high school seniors into college, but the premise 
behind this technique can be correlated to college admissions.  Florida describes 
individuals dressed in attire with the name of the recruiting engineering firm-recruiters 
dressed casually-hanging out on college campus to recruit employees.  The recruiters 
engage in leisure activities with the college students, blending into the college backdrop 
and assimilating themselves with the students.  Employment recruiters no longer wish to 
be identified as recruiters—they attract more potential employees by incorporating 
themselves into college culture.  They want to be perceived as contemporaries of the 
market, not sales people (141).  Many colleges follow this model by employing young, 
recent college graduates in their admissions offices who attended the school so they may 
give prospective students insider information about what it is like to be a student at the 
school. 
 
Florida also describes the physical appearance of the new generation.  This generation, or 
the creative class, views the body as art and are adorned with tattoos, body piercing and 
non-traditional hair colors and styles, therefore college administrators need to shed biases 
and judgments based on appearance when recruiting students.  In fact, Florida himself 
even perceived a particular student to be a slacker based upon appearance, but in reality 
the student turned out to be the highest-paid recruited employee for a prestigious 
engineering firm (209). 
 
New, innovative recruitment techniques are more important for arts programs in higher 
education now than ever.  There are several general predictions that the number of 
students graduating high school will be decreasing after 2008, therefore an increasing 
number of schools used to large enrollment goals will be aiming to enroll a smaller 
number of talented, qualified students.   Urice also points out his concerns in his article 
The Coming Crisis in Higher Education: Implications for the Arts that, due to increasing 
costs and decreasing enrollment, there may be no future for arts programming in public 
higher education.  Because the program costs are higher in fine arts than in science and 
humanities, “professors are disenfranchised, and arts are regarded as peripheral in large 
universities,” academic programs in Fine Arts cost more to run than the programs yield in 
revenue and, unless there is outside funding, the arts will cease to exist in public higher 
education.     
 
 
 
 
 
 
 
 
Procedure 
Taking this situational analysis and history of recruitment into consideration, FPA must 
look towards the future of the college and implement standard enrollment management 
practices.  The college must improve communications with admissions by implement a 
director of recruitment and outreach. This individual will serve as the primary liaison 
between each department and the office of admission and assist the college in developing 
a strategic plan that will result in:   
 
1. Development of a brand, including a visual and emotional identity and cohesive 
print and internet-based marketing materials,  
2. Attendance at regularly scheduled recruitment events to attract new talented 
students and promote Rowan as an fine arts school 
3. Improved Admissions communication and standardization of audition and 
portfolio review procedures 
 
 
 
 
 
 
 
 
Creation of the Plan  
Branding 
First, a committee was formed consisting of the Dean of the College of Fine & 
Performing Arts, the Director of Recruitment an Outreach, the Associate Dean, the 
Director and Assistant Director University Public Relations, the Director and Assistant 
Director of Market Research, and a professor from both the music department and the 
theater and dance department.  The committee was led by the art department chair, who is 
also, by trade, a graphic designer.  The committee was charged with the objective to 
create a recognizable brand for the college, thus unifying all departments within the 
college of Fine & Performing Arts.  This brand should establish both a visual and 
emotional identity for the college, define the departments’ atmosphere, and promote the 
departments’ attributes, culminating in attracting new students and increasing freshman 
enrollment.  This brand should then be use to develop cohesive print and internet-based 
marketing materials, such as college and departmental brochures, posters, and a website. 
 
To begin, the committee analyzed current marketing materials in use by the admissions 
office to recruit new students.  After long discussions, the committee agreed that FPA 
needed to implement a more contemporary visual design and emotional message to 
prospective students.  The committee also decided that the Rowan University logo must 
be present on the materials; however it was not necessary to implement the official 
University color scheme of brown and gold.  The committee also determined the type of 
publications to be created.  The publication wish list consisted of 14 individual 
publications or brochures, ranging from recruitment materials to season brochures 
outlining events on-campus to Alumni bulletins and Fine & Performing Arts newsletters.  
The committee decided that the necessary publications for immediate production were 
recruitment posters for each department, departmental brochures, a general brochure 
describing admissions, auditions, and portfolio review procedures, and a fall and spring 
season brochures for events on campus.    
 
Next, members of the committee interviewed current Rowan FPA students to determine 
which elements of print marketing attracted students to a particular University. The 
students responded that they were interested in seeing current students in the brochures.  
The students also concluded that they were interested in seeing student work and students 
engaged in the art-making processes, whether it was images of students working in art 
studios, students performing or practicing for performances, and students engaged in 
extra-curricular activities on campus.  Students wanted to see exactly what life was like 
in FPA portrayed in the brochures.  They wanted a visual representation of what their 
lives would be like if they chose to enroll at Rowan University.  Taking this market 
research into consideration, the committee chair communicated these preferences to her 
Advanced Design Studio class.  For the semester project, her class was charged to design 
publication concepts to be presented to the committee based upon these specifications. 
 
One month later, when the committee reconvened, the Advanced Design Studio class 
presented their concepts to the committee.  The committee then voted on ten designs, 
choosing three that would be developed further and considered for the final publications.  
Two weeks later, the committee met again and revisited the improved final three designs.  
The students provided mock-ups for departmental posters and design concepts.  The 
committee then voted to eliminate one design.  The remaining two designs were brought 
to high school students in a tertiary market to gauge prospective student interest.  Many 
students to whom the posters were presented were completely unfamiliar with Rowan 
University.  
 
Posters were presented to students at Curtis High School in Staten Island, Midwood High 
School in Brooklyn, and Mineola High School in Mineola, NY.   Students were asked to 
look at the posters and asked which design they found more visually interesting.  The 
students were then asked to describe why they felt one poster design was more appealing 
than the other.   
 
Based upon these focus groups and additional committee feedback, the committee 
selected a final design, or “Brand” for the College of Fine & Performing Arts.  The 
concept for the selected design was based upon the resurgence of interest in Polaroid 
photography.  The design portrayed images of students in each department taking part in 
the art-making process, and the campaign’s slogan was “Picture yourself here.”  The Fine 
& Performing Arts Branding committee yielded eight publications: an art, music and 
theater and dance recruitment poster (Appendices ), an art, music and theater and dance 
departmental brochure, an FPA admissions procedures brochure and a fall and spring 
season brochure for events on campus.   
 
Blogging 
The Director of Recruitment and Outreach, from experience at previous universities, 
understood the importance of new media, including blogging.  Concurrent to the branding 
committee, the DRO, in association with representatives from the theater department, 
created an application to blog to be distributed by the faculty to reliable blogging 
candidates.  The candidates would return their applications to blog to the DRO, and the 
DRO would then select at least two students from each department to serve as online 
ambassadors of the college to prospective students and families.  The students were 
expected to post at least one blog per week.  In each blog, the students were expected to 
discuss current class projects, their involvement in creating art or performing, and general 
observations about life at Rowan as an FPA student.  Students were encouraged to 
promote their blogs both on- and off campus, and read and comment on each others’ 
blogs.  The students were also supplied with digital cameras to take pictures of life at 
Rowan and post these pictures on the blogs.  As compensation for a successful semester 
of blogging, the students were allowed to keep their digital cameras provided they 
completed at least one blog entry per week.  Descriptions of and links to each blog were 
posted on the FPA main website on a page entitled “Meet the Students” (Appendix ).  
 
Some students’ blogs were less successful than others.  Several students posted very few 
blogs, most of which were not about life at Rowan.  Other students never mastered the 
incorporation of photos on blogs.  These students were allowed to keep their cameras 
anyway. 
 
Some students, however, published sophisticated, well-conceived blogs that served to 
inform parents and students about life at Rowan.  One art student even posted her entire 
portfolio online.  This blog still serves as her online portfolio today. Another student 
maintained her blog while studying abroad in a Rowan University-sponsored program 
with SACI in Florence.  She used the blog as her main point of contact between her and 
her friends and family in the United States while living in Italy for one semester.  This 
blog also served as an excellent publicity tool, promoting FPA’s relationship with SACI 
and informing prospective students that they may also choose to study abroad in 
Florence, free of cost.  Each year, the University offers two full scholarships to art 
students to study in Italy.  The student who blogged while abroad also described the 
scholarship application process, and this blog still serves as a guide for students interested 
in applying for this scholarship to study abroad. 
 
Recruitment   
The DRO will research and represent Rowan University locally and nationally at events 
specifically geared toward attracting students to programs housed in the College of Fine 
& Performing Arts.   
 
National organizations, such as the National Association of College Admission 
Counseling, hosts a series of national college fairs for students interested in the arts.  
Each year, there are between fifteen and twenty of Performing and Visual Arts Fairs 
hosted across the United States.  The DRO will analyze current enrollment and prospect 
data to determine which Performing and Visual Arts Fairs may yield students and will 
attend these fairs.  The DRO will also attend fairs in locations where Rowan University 
has been underrepresented, forging relationships with local high schools, college advisors 
and independent counselors who may be unaware of Rowan’s offerings in the arts.  The 
DRO will use these national events as anchor events and explore new markets.   
 
For the art department, the DRO will identify and affiliate Rowan with visual arts-
specific organizations to increase visibility.  The DRO will initiate a relationship with and 
serve as FPA’s liaison to the National Portfolio Day Association.  According to the 
organization’s website,  
The National Portfolio Day Association (NPDA) was created in 1978, solely for 
the organization and planning of National Portfolio Days. The Association 
consists of representatives from regionally accredited colleges and universities, 
which are members of the National Association of Schools of Art and Design. 
The NPDA is the only organization of its kind, and its membership represents the 
highest standard of visual arts education available in the United States and 
Canada. 
 
The DRO will use past recruitment date to direct participation in these events in the same 
fashion as attendance for PVA fairs.  The DRO will also research regional schools of 
visual arts not affiliated with a particular school district and attend events hosted by such 
institutions.  For example, The Huntington School of Fine Arts in Huntington, NY 
provides classical instruction in the visual arts to high school and college students who 
wish to develop a portfolio for college enrollment.  This school also hosts a regional 
portfolio event annually which the DRO will attend to review prospective students’ work 
for admission.    
 
For the Theater and Dance Department, the DRO will identify regional and national 
performing arts associations and conferences hosting events where students may audition 
for college admission.  For example, the Speech and Theatre Association of New Jersey 
hosts an annual theatre conference for NJ high school student to audition for New Jersey 
schools offering degree programs in Theater. To recruit students, not only will the DRO 
and a representative from the department attend this event, but the Theater and Dance 
Department will also offer one of its ½ tuition scholarships to one of the competitors of 
the STANJ college scholarship competition.   
 
Other organizations hosting conferences and offering students the opportunity to audition 
for colleges and universities include the Georgia Thespians Association, the Southeastern 
Theater Conference, and the Education Theater Association, hosting the annual 
International Thespians Festival in Lincoln, NE.  The DRO will attend these events and 
may also choose to ask faculty members to attend these conferences to present a master 
class or conduct auditions.   
 
For the music department, the DRO will identify instrument-specific organizations and 
associations that would allow recruitment for specific areas within music.  For example, 
the New Jersey Music Educators Association hosts an annual event attracting students 
interested in certification in music education.  The Classical Singers Association also 
hosts and annual Conference for students and vocal professionals interested in furthering 
their education in classical music.  This event also hosts both a high school level and 
college competition in which students compete for University scholarship, master classes, 
and individual auditions for students interested in applying to colleges in attendance.  The 
DRO will also attend the Midwest Clinic which, according to their website: 
exists for educational purposes exclusively; to raise the standards of music 
education; to develop new teaching techniques; to disseminate to school music 
teachers, directors and supervisors and others interested in music education, 
information to assist in their professional work; to examine, analyze and appraise 
literature dealing with music; to hold clinics, lectures and demonstrations for the 
betterment of music education; and in general to assist teachers and others 
interested in music education in better pursuing their profession.  
 
Again, for such events, the DRO may choose to invite faculty members who will audition 
prospective students or offer master classes.  
 
Furthermore, the Director of Recruitment and Outreach will also research specialized 
public and private high school programs catering to areas of the fine and performing arts.  
Some public schools exist to prepare students to enter college-level programs for the arts, 
including regional Creative and Performing Arts high schools, such as Camden CAPA 
and Philadelphia CAPA.  Some schools that host magnet programs or arts academies, 
such as Pennsville High School, Arthur P Schalick High School, DuPont Manuel High 
School in Louisville, KY, DASH and New World School for the Arts in Miami, Florida, 
Interlochen Center for the Arts in Michigan, Fiorello H. LaGuardia High School for the 
Performing Arts in New York City, attract students specifically interested in the arts and 
hold their own recruitment events.  For many magnet programs such as this, students 
must pass an entrance exam to attend.      
 
Some districts offer students the option to complete their academic studies at their local 
area high school and attend a specialized school for the arts for a half day program.  For 
example, Nassau county, NY offers students the opportunity to study either a half-day 
program or a full-day program at Long Island High School for the Arts.  Each year, this 
school holds an open house where college representatives introduce their respective 
school at an assembly, then meet with individual students interested in their programs at a 
college fair.  The representatives then lunch with the school’s administration where they 
have the opportunity to sell their academic offerings to the school’s faculty, and finally 
the performing arts students present a talent showcase which the representatives may use 
to evaluate student talent and offer admission.   
 
In some cases when multiple events occur on the same date, faculty may be asked to 
attend local events or travel to present master classes at national events.  All faculty 
attendance at recruitment events initiated by the faculty must be reported to the DRO 
prior to attendance.  Faculty must collect prospect information via inquiry cards.  At each 
event, the Rowan representative must bring appropriate travel materials as developed by 
the FPA branding committee and inquiry cards.  The representative must ask prospective 
students to complete the inquiry cards and must return the cards to the DRO.  This 
information will be entered in to the prospect database in order to contact prospective 
students about upcoming FPA events and the DRO will send these prospects application 
materials. 
 
Admissions and Audition/Portfolio Review Standardization 
All departments, faculty members and support staff will bring any admissions questions, 
requests or concerns to a centralized office or individual who will herein be referred to as 
the Director of Recruitment and Outreach (DRO).  The DRO will serve as FPA’s primary 
recruiter and liaison to the admissions office.  The DRO will be trained by the admissions 
office to comply with admissions practices, procedures, and professional representation 
standards and serve as an ambassador of Rowan University.  The DRO will also be 
trained on all prospect databases and enrollment software.  This individual will run 
weekly status reports and communicate, through email, the admissions status of the 
incoming class to the entire FPA faculty and administration.  The purpose of this is to 
unify communications with admissions and the College of Fine & Performing Arts.   
 
To the faculty and staff, this individual will provide information regarding 
incomplete/complete status of applicants, requests for special admits not outlined on 
portfolio review/audition result form, information regarding admit status of complete 
applicants, academic information for prospective students, lists of students offered 
admission, and lists of confirmed students. 
 
To the admissions office, the DRO will provide a schedule of on-campus audition and 
portfolio review days, on- and off-campus audition and portfolio review results, and 
updates regarding FPA initiatives to attract new students.   
 
The admissions office will assign the DRO an admissions liaison who will be the DRO’s 
primary contact with the admissions office.  This liaison will be responsible for 
evaluating all incoming FPA students and, with the help of the DRO, will determine 
offers of admission for FPA applicants.  The DRO will provide this liaison with all 
audition and portfolio review results to complete FPA applications.  The liaison and DRO 
will analyze applicants’ academic records, artistic talent, and departmental needs to 
dictate which applicants will and will not be offered admission to Rowan University.  
The DRO and the Admissions Liaison will also determine the proper and acceptable 
usage of Special Admits.   
 
A Special Admit is a term used to describe a student who exhibits exceptional artistic 
talent but does not meet the academic admission criteria as define by the office of 
admissions.  These students may receive offers of admission from the University based 
upon artistic merit and departmental need, but would not otherwise be offered admission 
based upon their academic record alone.  Special admits may not have a combined SAT 
score of below 800 (critical reading and math).  Faculty may advocate their need for a 
particular student based upon talent to the DRO.  The DRO will in turn advocate for the 
student’s acceptance to the admissions liaison.  The DRO will distribute special admit 
students to the three department as she sees fit to meet enrollment goals.     
 
Auditions and Portfolio Reviews  
The director of Recruitment and Outreach will coordinate all portfolio reviews and 
auditions through a centralized database.  The DRO will create a schedule of five 
audition and portfolio review days to be approved by the FPA departments and faculty.  
All departments will conduct reviews on the same day.  Previously, all departments had 
scheduled and planned audition or portfolio review events separately.  By bringing 
together all applicants on these five selected days, FPA is able to portray itself as a 
unified whole rather than as segmented departments operating individually.  This will 
display to prospective students a critical mass of students applying to all of FPA and 
portray the college as a popular place to be.  This critical mass will imply the desire of 
many diverse students to enroll in Rowan University and will allude to the competitive 
nature of acceptance to FPA programs.  It will help incoming students recognize FPA 
departments as a unified entity, instilling ideas of overlap and collaboration between 
departments from their first visit to campus, and will hopefully encourage enrolling 
students to take classes and collaborate with students in all FPA majors.  Scheduling all 
reviews on the same days will also force interaction between faculty members from 
different departments and hopefully promote cross-discipline faculty unity and 
collaboration.     
 
Scheduling Auditions/Portfolio Reviews 
Audition dates will be listed on the application.  This will allow the applicant to view the 
portfolio review or audition as a necessary piece of their admissions application.  On the 
application, applicants will be directed to the online registration site for auditions.  Each 
applicant will be required to select an audition date online after they submit their 
application for admission.  Students may not register for an audition until after they have 
submitted their application for admission.  Students will be guided to fill out the online 
registration form and will select a major, a concentration (musical instrument or 
concentration within the theater and dance department), and an audition date.  Students 
will also provide both traditional and email addresses so the student may receive an 
audition confirmation packet from the DRO containing details regarding the audition 
process.    
 
The DRO will run audition reports each Thursday.  It will be the DRO’s responsibility to 
contact new applicants via postal mail to confirm the audition date.  Should the student 
select a later date online, the student will be called and encouraged to attend an earlier 
date for scholarship consideration.  Once the audition date is confirmed, reports will be 
posted to the open area by department in the auditions folders created by the DRO every 
Monday.  It will be the DRO’s responsibility to mail the audition or portfolio information 
package to the student.  Package contents may differ based on departmental needs, 
however all packets will contain: 
Departmental Brochures (developed per branding committee) 
Letter from DRO outlining time/location for review dates 
Campus map/directions  
Letter from department chair(s) 
Department-specific questionnaires to be submitted day of audition/portfolio review 
 
All additional information sent must be approved by the DRO 
 
Students will not be required to mail back material to confirm his or her 
audition/portfolio review date.  Receipt of packets will serve as confirmation of selected 
audition date. 
 
Portfolio Review/Audition Day 
The day before the audition/ portfolio review day, the DRO will run a report identifying 
all students scheduled to appear on campus the following day.  The DRO will also print 
name tags including the student’s name and intended major which the student will wear 
on audition/portfolio review day.   
 
Audition/Portfolio review days will begin in Pfleeger Auditorium (pending availability.  
Days in which Pfleeger is not available, the event will be held in Tohill).  Registration 
will open at 9:00 in Wilson Hall.  Current student volunteers from MENC and AENJ will 
register all prospective students by checking their names off the master departmental 
audition or portfolio review lists and collecting all departmental information including 
audition or portfolio review applications and essays.  Prospective students will then be 
directed into Pfleeger Auditorium for opening remarks by the DRO.  Refreshments will 
be available near registration.   
 
Per tradition, theater students will audition in the order in which they arrive to 
registration.   Per tradition, music students will select or be assigned an audition time 
when the prospect registers based upon availability.  Per tradition, art students will be 
called to schedule individual portfolio review appointment times with the department 
secretary/coordinator prior to the portfolio review day.  Should they schedule a later 
review time, art students may not choose to attend opening remarks or register at this 
time, however their attendance is strongly suggested and encouraged. 
 
Opening remarks will begin at 9:30 in Pfleeger Concert Hall.  While the DRO is 
presenting opening remarks, the students will deliver all lists and materials collected to 
the department chairs or faculty representatives.  Students will then accompany 
department representatives to the audition/portfolio review locations for crowd control.  
Two students will remain at the registration site to direct latecomers to their departments.   
 
When the DRO completes opening remarks at 9:50, the prospects will be dismissed based 
upon department.  Theater will be dismissed first and will be led by department 
representatives to Bunce.  Art will be dismissed second and will be led to Westby.  Music 
will remain in Wilson hall and will be addressed by the music deaprtmnet chair once all 
art and theater and dance students have left the auditorium.  Procedures for departmental 
reviews and auditions will be at the discretion of the department.   
 
Post-Audition/Portfolio Review Follow-up 
After auditions and reviews are complete, results must be delivered to the DRO before 
5:00 PM the following Monday.  The DRO will update the master auditions spreadsheet, 
post this on the open area and deliver all results to admissions on Tuesday.  The student 
will be sent a general letter acknowledging that they have completed the audition or 
portfolio review requirement, but results will not be disclosed.  All decisions will be 
communicated to the student from the admissions office.  All calls from students 
regarding admissions status before the student receives their decision should be directed 
to the DRO.  After students receive their decision, it is not the University’s responsibility 
to disclose reasons why a student was or was not admitted.  All such calls should be 
directed to the DRO. 
 
 
Off-site Portfolio Reviews/Auditions 
The DRO or Rowan Representative will review portfolios at National Portfolio Day 
events.  The representative will complete the portfolio review form and will bring forms 
along with prospective student contact information back to campus and will give this 
information to the DRO.  These students will be mailed applications and encouraged to 
apply.  Depending on the strength of the portfolio, the off-campus portfolio review will 
either be accepted as the official portfolio review and the on-campus review will be 
waived, or the student will be encouraged to attend an on-campus review or send slides.  
Should the portfolio satisfy the review requirement, the student will be given a letter 
waiving the on-campus review. 
 
If a member of the music or theater faculty is traveling for recruitment and encounters a 
highly qualified candidate, the faculty member may waive the on-campus audition.  The 
faculty member must collect the student’s contact information so the DRO may follow up 
with the applicant and mail an application.  The faculty member must also give the 
student the OFF-SITE Audition letter which is posted on the open area and outlines what 
materials the student must submit to the admissions office to complete his or her 
application.  This process should be reserved for highly qualified students only.  This 
process is not intended to offer admission to borderline students and should be offered to 
individuals only, not ensembles or entire casts. 
 
Scholarships 
The first audition date for incoming freshmen (December) will be promoted as priority 
scholarship audition date.  All applicants who attend this date will be considered for 
departmental scholarships.  This will drive artistically qualified students to complete the 
application process early.  This will also allow students who self-select to attend early 
audition or portfolio review dates to receive offers of admission on a rolling basis 
following the audition or review.  Students will receive offer letters from admissions 
within three weeks after their application is complete.  Students who audition or submit 
portfolios after this date will still be eligible for University-wide scholarships such as the 
Presidential, trustee, trustee minority, and NJ outstanding scholars scholarships and may 
still be eligible for talent-based scholarship should all scholarships not be awarded at the 
first review date.  If a department feels that the quality of audition or portfolios at the first 
review date does not meet the standard of scholarship recipients in the past, the 
department may withhold scholarships to later audition dates.   The public message will 
be that scholarships are only awarded at the first audition date to drive students to attend 
earlier review dates.   
 
Submitting Materials by Mail 
Submitting audition/portfolio review materials by mail will be clearly outlined on the 
Departmental websites for Art and Theater and Dance.  Music may wish to implement 
mail submission standards in the future.  All portfolio and audition materials will be 
submitted to the DRO and then distributed to the departments for review.     
 
Implementation and Results  
 
Throughout July and August, the DRO constructed a comprehensive travel and 
recruitment plan to market Rowan University and the College of Fine & Performing Arts.  
The DRO attended over 40 events in 14 states.  Events included 10 National Portfolio 
Day Association events in Connecticut, District of Columbia, Florida, Maryland, 
Massachusetts, New York, Ohio and Pennsylvania, 4 Performing and Visual Arts College 
fairs sponsored by the National Association of College Admission Counseling in Boston, 
Chicago, New York and Philadelphia, the Southeastern Theater Conference in 
Birmingham, Alabama, the International Thespians Festival in Lincoln, Nebraska, the 
Classical Singers Conventions in both Brooklyn and Chicago, the Midwest Clinic in 
Chicago, and the Art Educators of New Jersey Conference in Somerset, New Jersey.   
The DRO also attended arts-specific college fairs at schools including Long Island High 
School for the Arts, Huntington School of Fine Art, Arts High School, and Interlochen 
Center for the Arts. 
 
As a result of FPA Arts branding, attendance at these events, thus promoting the visibility 
of the college and attracting new students from a diverse geographic region, online 
student blogs and standardization of the admissions, audition and portfolio review 
process, the College of Fine & Performing Arts successfully increased enrollment by 
40%.   
 
As illustrated in Appendix F, FPA applications increased from 314 applicants in 2008 to 
355 applicants in 2009.  This can be attributed to branding and recruitment efforts.  Next, 
as illustrated in Appendix G, FPA offered admission to 231 qualified applicants in 2009 
versus 179 applicants in 2008.  In addition to increasing the number of offers made, 
offers of admission were made to qualified students earlier in the application cycle.  This 
can be attributed to improved communications with the Admissions office and the 
standardization of the review process.  Finally, as illustrated in Appendix H, deposits 
increased from 80 in 2008 to 112 in 2009.  Deposits are students who choose to enroll at 
Rowan and indicate their intention by submitting a $100 tuition deposit to hold their seat 
in the incoming class.       
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Summary 
The Director of Recruitment and Outreach, in association with the Dean of the College of 
Fine & Performing Arts and selected representatives from the Art, Music and Theater and 
Dance departments created a recruitment plan based upon historical research and current 
professional practices to attract new, qualified students to the college and ultimately to 
enroll at Rowan University.  This was achieved through several initiatives.  First, the 
committee branded the College by creating a unified, recognizable image for the three 
departments.  Second, current FPA students were asked to create online student blogs 
discussing daily life in the College.  These blogs were aimed toward prospective students 
and their families and were accessible via a link entitled “Meet the Students” on the 
College’s homepage.  Next, the Director of Recruitment and Outreach identified and 
attended key recruitment events both locally and nationally to exhibit the College’s 
offerings, display the newly created College brand and answer questions from 
prospective students.  Finally, admissions communications were improved by 
centralizing communication between the Admissions Office and the College through the 
Director of Recruitment and Outreach.  The College also standardized the audition and 
portfolio review process for incoming students by allowing all applicants to present their 
work or audition on 5 selected days.  The results of these efforts were an increase in FPA 
applicants, an increased in offers of admission to qualified students, and an increase in 
freshmen enrollment by 40%.    
 
 
 
Conclusions and Implications 
This thesis is based upon one year of recruitment for the College of Fine & Performing 
Arts at Rowan University.  Now that the brand has been established and enrollment has 
increased, future study may be directed toward multi-year comparisons.  Will there be as 
dramatic an increase in enrollment in future years?  One may also choose to analyze 
quality of students.  For example, can enrollment continue to increase while also 
increasing standardized test scores and grade point averages of incoming students?  
Furthermore, in the future, out-of-state students may be targeted to increase enrollment 
from states other than New Jersey.    
 
Lastly, it is important to consider the economic conditions present at the time of this 
study.  Were there factors, such as a national recession, a collapsing housing market and 
an historically high unemployment rate that encouraged students and families to consider 
a local, state school?  Did these factors contribute to students ultimately deciding to 
enroll at Rowan rather than a small private art, music or theater and dance college? 
 
After implementing this recruitment and enrollment management plan, it became clear 
that a unified, recognizable image or brand and attending recruitment events attracts and 
enrolls prospective students.  When this process began, the Director of Recruitment and 
Outreach established a goal to increase freshman enrollment by 5%.  As the plan 
continued to be executed, this goal was increased to 10%.  At the end of the recruitment 
cycle, enrollment was increased by 40%.  To conclude, the implementation of this 
recruitment and enrollment plan was more than successful and exceeded all expectations. 
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Appendix A - Art Recruitment Poster 
 
Appendix B - Music Recruitment Poster 
 
 
 
Appendix C - Theater and Dance Recruitment Poster 
APPLICATION TO CREATE AN ONGOING BLOG FOR FPA 
This blog will be produced and approved by the College of Fine and Performing Arts as 
a recruitment tool to attract incoming students. 
 
Name ____________________________ Phone __________ E-Mail 
__________ 
 
Briefly explain why you feel you would be a good ambassador of your 
program. 
 
 
 
 
 
 
 
 
 
 
Briefly describe the kind of information you think incoming students might 
need or want to know about your department. 
 
 
 
 
 
 
 
 
 
Briefly address any experiences or interest that you may have with blogging   
and /or new technology. 
 
 
 
 
 
 
DEADLINE FOR APPLICATION:  SEPT. 14TH by 10:30 am  
Return to Beth Dombkowski Wilson 209 
 
Appendix D - Application for Student Blog 
Blog Homepage - Meet the Students http://www.rowan.edu/fpa/meet/  
 
 
Brandon Blackburn - is a 
senior at Rowan University. 
He is a BA general music 
major, a BM jazz 
performance major, and has 
a minor in philosophy. He 
got his associate's degree in 
general studies from 
Hutchinson Community 
College in central Kansas. 
 Andrew Clotworthy is a 
sophomore theatre major on 
the performance track. His 
favorite pastimes include 
breathing and writing 
biographies about himself. 
Samantha McLeod is a 
junior music education 
major. She is involved in a 
variety of different 
organizations and 
ensembles in the music 
department. Her interests 
include traveling, going to 
Philly to explore, and 
catching up with friends. 
 
  
I'm Luke, I'm a Junior BFA 
student of Printmaking and 
Photography. I enjoy the 
simple pleasures of life 
including polaroids, fixed 
gear bikes, and the circular 
form. 
 Jimmy is a Sophomore 
Theatre Performance and 
History double major with a 
dance minor. A soccer (and 
sports in general) fanatic, he 
will dazzle you with his 
displays of soccer 
knowledge.  
Anna G. Wright, Bachelor 
of Fine Arts and Bachelor 
of Art Education (K-12), 
Senior. Anna is a diligent 
and enthusiastic fine art 
student who enjoys 
Painting, Photography and 
Ceramics, in addition to 
being actively involved on 
Rowan's campus.  
Appendix E - Meet the Students Homepage
  
 
Appendix F - FPA Applicants 2008-2009 point-in-time comparison  
 
  
 
Appendix G - FPA Deposits 2008-2009 point-in-time comparison
  
 
Appendix H - FPA Offers 2008-2009 point-in-time comparison 
